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Penggunaan teknologi internet saat ini sudah menjadi salah satu bagian dari 
hidup masyarakat Indonesia. Industri perhotelanpun telah melirik kesempatan 
untuk mengambil hati konsumen dengan mempermudah cara pemesanan hotel 
dengan bergabung bersama online travel agent salah satunya adalah Traveloka. 
Traveloka terbukti sukses dalam melakukan berbagai strategi terkait dengan Brand 
Image, Brand Communication, Brand Trust, dan Repurchase Intention. 
Penelitian ini bertujuan untuk mengetahui pengaruh antara Brand Image dan 
Brand Communication terhadap Repurchase Intention melalui Brand Trust pada 
Pemesanan Hotel di Traveloka (Studi pada Pengguna Traveloka di Surabaya). 
Penelitian ini menggunakan penelitian kausal. Metode pengambilan sampel 
menggunakan non-probability sampling dan menerapkan teknik purposive 
sampling. Sampel yang digunakan sebesar 155 responden pemesan hotel dengan 
online travel agent di Surabaya. Alat pengumpulan data yang digunakan adalah 
kuesioner. Teknik analisis data menggunakan Structural Equation Model dengan 
menggunakan program LISREL. 
Hasil penelitian menunjukan bahwa Brand Image berpengaruh positif dan 
signifikan terhadap Brand Trust, Brand Communication tidak berpengaruh positif 
dan signifikan terhadap Brand Trust, Brand Image berpengaruh positif dan 
signifikan terhadap Repurchase Intention melalui Brand Trust dan Brand 
Communication tidak berpengaruh positif dan signifikan terhadap Repurchase 
Intention melalui Brand Trust. 
 
 





THE EFFECT OF BRAND IMAGE AND BRAND COMMUNICATION ON 
REPURCHASE INTENTION THROUGH BRAND TRUST ON BOOKING 
HOTELS IN TRAVELOKA 
(STUDY BASED ON TRAVELOKA USERS IN SURABAYA) 
 
ABSTRACT 
 The use of internet technology is now a part of the life of Indonesian people. The 
hospitality industry has also glanced at the opportunity to win the hearts of consumers by 
making it easier to order hotels by joining an online travel agent, one of them is Traveloka. 
Traveloka proved successful in carrying out various strategies related to Brand Image, 
Brand Communication, Brand Trust, and Repurchase Intention. 
 This study aims to determine the effect of Brand Image and Brand 
Communication on Repurchase Intention through Brand Trust on Booking Hotels in 
Traveloka (Study on Traveloka Users in Surabaya). This study uses causal research. The 
sampling method uses non-probability sampling and applies a purposive sampling 
technique. The sample used was 155 respondents which is ordering hotels with an online 
travel agent in Surabaya. The data collection tool used is a questionnaire. The data 
analysis technique uses the Structural Equation Model using the LISREL program. 
 The results showed that Brand Image has a positive and significant effect on 
Brand Trust, Brand Communication does not have a positive and significant effect on 
Brand Trust, Brand Image has a positive and significant effect on Repurchase Intention 
through Brand Trust and Brand Communication that have no positive and significant 
effect on Repurchase Intention through Brand Trust. 
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